
In the majority of industries, 
there is one firm which is 
generally recognized to be 
the leader. Market leader-
ship is typically manifested 
in terms of the largest share 
of the market. And by virtue 
of its leadership position, a 
firm would be able to deter-
mine the nature, pace and 
bases of competition. It is 
this dominance which pro-
vides the benchmark for 
other firms in the industry. 
 
A position of market leader-
ship has great opportunity, 
in terms of achieving higher 
returns on investment, prof-
itable sales volume growth 
and the ability to influence 
other firms (competitors) in 
the industry. However, the 
downside is the fact that 
market leaders have proven 
to be vulnerable, in the face 
of attacks from challengers. 
To sustain a leadership posi-
tion, a market leader has to 
defend successfully. Basi-
cally, acknowledging that 
“defense is a successful 
form of attacking”. 
 
 
 

Strategies for market  
leadership 
A market leader by virtue of 
its position, should pay 
attention to the following. 
Expand the total market 
(Expansion) 
Protect current market share 
(Defend) 
Expand/increase market 
share (Increase) 
 
Expansion of the total 
market is likely to provide 
the greatest benefits to a 
market leader. Market 
expansion can be achieved 
through new users, new 
uses and a greater frequency 
of usage of the firm’s 
products. For example, 
Gillette is a market leader in 
the male grooming market. 
Gillette can expand  
 

the grooming market by 
targeting competitor 
product users and non-
users.  In addition. Gillette 
can also promote new uses 
of grooming products. 
Finally, Gillette can 
promote, greater shaving 
occasions, to increase the 
frequency of usage. 
 
Defending market share, is 
as important as increasing 
market share. One of the 
best strategies for defending 
market share, lies in the area 
of continuous innovation. 
Innovation in terms of new 
product ideas, service 
provisions, distribution 
methods and cost 
effectiveness. For example, 
Gillette innovates all the 
time, with the Sensor, 
Sensor Excel, and Mach 3 
shaving systems. 
 
Increasing market share, can 
typically be achieved in a 
variety of ways. Aggressive 
advertising and promotions, 
price based incentives, 
improved distribution, and  
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new product/service 
launches. 
 
Lessons for Market Leaders 
Military strategy and 
military analogies provide 
valuable insights to market 
leaders, on how to defend 
and increase market share 
successfully. From the 
viewpoint of a market 
leader intent on defending 
its position, there are six 
military defense strategies 
that can be used: 
position defense, mobile 
defense 
flanking defense 
contraction defense 
pre-emptive defense, 
and counter –offensive 
defense. 

 
Position defense is arguably 
one of the least successful 
methods of defense, and 
relies on the apparent 
impregnability of a fixed 
position. An example is 
Land Rover, which adopted 
a strategy of position 
defense, only to see it fail as 
competitors such as Toyota, 
Subaru and Suzuki attacked 
aggressively. The lesson to 
be learned is that even 
dominant leaders cannot 
afford to maintain a static 
defense. 
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to have higher sales volume 
and profit potential. How-
ever, tactical withdrawals 
must be carefully evaluated 
and carried out. Consider 
the example of the British 
motorcycle industry. When 
the Japanese attacked the 
moped market, the British 
retreated and concentrated 
on medium and larger 
bikes. However, the Japa-
nese thereafter attacked the 
medium and larger bikes, 
forcing the British to with-
draw. Finally, the British 
motorcycle manufacturers 
were left with only the su-
per-bikes. i.e. Norton and 
Triumph. 
 
Pre-emptive defense (strike first). 
This is to be proactive in 
defense, by striking first. 
This strike can take one of 
two broad forms: 
• by attacking one com-

petitor after another, or 
• by carrying out psycho-

logical warfare by send-
ing out clear signals to 
competitors. 

Psychological warfare is re-
ferred to as FUD market-
ing. (Fear, uncertainty, de-
spair) The best examples of 
companies who have suc-
cessfully carried out pre-
emptive defense are Proctor 
& Gamble and Seiko. P&G 
operates very aggressively, 
in terms of its marketing 
activities. P&G works on 
the philosophy known as 
“competitive toughness” 
Seiko with more than 2000 
different models of watches 
world-wide, has made it al-
most impossible for com-
petitors to penetrate.  
 
 
                             (cont’d on page 3) 

Mobile defense. Rather than 
becoming preoccupied with 
the defense of current 
products and markets, a 
strategy of market develop-
ment and diversification 
can be pursued. At the 
heart of a mobile defense 
strategy, is the need to rede-
fine the business a company 
is in. Diversification into 
unrelated areas, is another 
mobile defense strategy. 
For example, tobacco 
manufacturers, who are 
faced with a declining mar-
ket, have diversified into 
areas such as food and fi-
nancial services. 
 
Flanking defense. The flank of 
many organizations, is often 
less well protected than 
other parts. This means that 
secondary markets should 
not be ignored by a market 
leader. Smiths Crisps domi-
nated the potato crisp mar-
ket in the 1970s. The main 
market catered to by 
Smiths, was primarily 
adults. The children and 
teenager market was seen 
by the company to be of 
secondary importance, and 
it is exactly this flank that 
Golden Wonder, attacked. 
The end result was that in a 
few years, Golden Wonder 
had attained a market lead-
ership position. 
 
Contraction defense. There are 
instances in which a market 
leader makes a tactical with-
drawal from certain geo-
graphical areas and market 
segments. The resources 
that are saved are reallo-
cated to other market seg-
ments, which are forecasted 

market leadership...(cont’d from page 1) 
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The important aspect to learn from 
successful market leaders, is that they 
never become complacent in the glow 
of success. 
 
Counter-offensive defensive (Reactive). This 
takes place once an attack has been ex-
perienced. Faced with aggressive com-
petition, a market leader can respond 
by meeting the attack head-on or by 
attacking the flanks of the attacker. 
 
Developing a sustainable competitive 
advantage 
To maintain a position of leadership, a 
market leader must develop and sustain 
certain competitive advantages. It is 
important that the competitive advan-
tages developed, are meaningful in the 
eyes of the customer. 
 
There are broadly three approaches to 
achieving competitive advantage. 
 
1. Advantages residing in the organi-

zation. For example corporate im-
age and reputation, financial re-
sources etc. 

2. Advantages resulting from specific 
functional areas. For example mar-
keting, manufacturing, human re-
sources. 

3. Advantages based on relationships 
with external entities. This is often 
underestimated, but extremely 
powerful and important.  To build 
up relationships with external enti-
ties, requires an organization to 
concentrate on networking, with 
key stakeholders. 

Hugh Davidson, the author of the 
business classic Even More Offensive 
Marketing,states that there are eight 
ways of achieving competitive advan-
tage. 
 
1. A superior product benefit.—For 

example Wega and Triniton tech-
nology in televisions, by Sony, a 
market leader in consumer elec-
tronics. 

2. A perceived advantage.—
Marlboro is the leading brand of 
cigarettes in the USA. Marlboro 
has a perceived advantage revolv-
ing around the masculine image of 
cowboys. 

3. Low-cost operations.— Market 
leaders should aim to be leaders in 
cost as well. This requires high 
productivity, low overheads, and 
excellent procurement skills 

4. Superior contacts.—This is re-
ferred to as networking and build-
ing up relationships with key 
stakeholders. 

5. Offensive attitudes.—For exam-
ple, Proctor & Gamble with an 
attitude of competitive toughness 
and determination. 

6. Scale advantages. 
7. Legal advantages.—This refers to 

patents, copyrights, exclusive mar-
keting and selling arrangements. 

8. Superior knowledge.—Market 
leaders should have superior 
knowledge about customers, com-
petitors and macro environmental 
trends. To gain superior knowl-
edge requires, excellent informa-
tion systems, effective market and 
marketing research. 

 
To achieve market leadership, is the 
cherished goal of any firm and person-
nel practising marketing. Achieving a 
position of leadership is hard enough, 
but the greater challenge is to maintain 
it. 
 
Market leaders should nurture and de-
velop competitive advantages. In addi-
tion, it is important to maintain a clear 
competitive stance. 

Director George Jacob, professor with 
Kingston College in Burnaby, BC has 
announced that the school has gradu-
ated three students in the school’s 
marketing diploma program recog-
nized by the Canadian Institute of 
Marketing. 
 
 
 
 
 
 
 

Scott Colwell, Ph.D candidate at the 
F.C. Manning School of Business at 
Acadia University has completed his 
“Opt-in Email Survey” research paper. 
The Canadian Institute of Marketing 
assisted with his survey. If you are in-
terested in the topic, contact Scott at 
scott.colwell@acadiau.ca 

First marketing  
diplomas issued at Kingston 
College 

market leadership...(cont’d from page 2) Market leaders demonstrate some 
valuable traits. They excel at finding or 
creating a perceived customer need, 
they think of the product and its bene-
fits in the widest sense, their suppliers 
are part of the innovation process, 
they react quickly to failure, they be-
lieve in excellent implementation of 
marketing strategies, and they have an 
obsession for quality. 
“There is only one leader” 
(Philip H. Knight, Chairman & CEO, Nike) 
“To stay ahead, you have to get  
better and better” 
(Anonymous) 
Prasanna Perera 
MBA(Sri.J) PG, DIP F&BA(S.L), DIP.M 
(U.K) is a Senior Marketing Practitioner, as well 
as a Senior Lecturer in Marketing Management. 
He can be contacted at : 
prasanna.perera@tetrapak.com 
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vision, determine what outputs are 
required for meeting customer prefer-
ences. Internal ‘output’ and ‘efficiency’ 
are distinctly different from the 
‘outcomes’ and ‘effectiveness’ relative to 
customers’ preferences, expectations 
and value perceptions. Ironically, 
while efficiency improvements almost 
always aim to please shareholders and 
owners, the same priority is rarely 
given to outcome effectiveness as ba-
sis for growing customer loyalty. The 
feedback-loop is critical for ensuring 
optimum effectiveness. 
 
Some managers are so preoccupied 
with their core services that they for-
get their customers’ preferences. This 
piecemeal approach usually backfires 
when other subsystems respond un-
predictably. Others concentrate on 
research and ‘getting the facts’ to de-
liver the best service, believing that the 
best service will win. But this is also an 

illusion, as there are no ‘best’ services. 
What really matter are the perceptions 
of customers: These perceptions are reality. 
Good feedback systems will not only  
 
                                                 (cont’d on page 3) 

one another. The obvious answer 
comes from general systems thinking, 
and making the whole organization 
customer centered. 
 
The Invisible in Marketing: Gen-
eral Systems Thinking 
General Systems thinking provides an 
effective balance between internal 
processes and customer expectations, 
even in changing marketing environ-
ments. This system is “the collection of 
interacting processes working together, to 
achieve holistic outcomes.” With all systems 
harmonized, effective marketing suc-
cess evolves quite naturally, efficiently. 
A common mistake is to deal with sub-
systems in isolation, as if they didn’t 
connect with others. Businesses using 
general systems invariably perform as 
whole organizations that involve their 
customers to become “customer-
centered,” an interactive approach re-
quiring visionary leadership. 

As illustrated here, a marketing strategy 
based on general systems begins with a 
corporate VISION as the desired fu-
ture state. Working backwards from this 

The last few dec-
ades have seen an 
incredible growth 
in marketing of 
services and em-
phasis on quality, 
neither of which 
is visible to cus-
tomers at their 
time of purchase. 

Unlike tangible goods, services require 
trusting relationships and clear under-
standing that core services and cus-
tomer service are not the same. In every 
industry, companies deliver exceptional 
services and profit handsomely from 
this; but they are a minority. Far more 
companies are struggling to improve 
their services with outdated solutions. 
 
Senior executives invariably look sur-
prised when asked “how real is your 
success?” Yet their marketing 
“programs” often fail when - blinded 
by earlier success – they focus on inter-
nal outputs, rather than outcomes that 
please their customers. Early successes 
usually evolve from closely matching 
core services to customer preferences, 
when investments and satisfaction lev-
els are closely linked. But marketing is 
not a program. Some managers then 
embark on quality programs to im-
prove operating efficiency while ignor-
ing service effectiveness and usefulness 
to their customers. The result is a costly  
gap, as investment continues un-
checked while customer satisfaction 
gradually declines. 
 
Positive business development requires 
an optimum growth in customer loy-
alty; but this loyalty turns to myth when 
satisfied customers return only because 
of their unknown preferences. Also, 
without meaningful feedback service 
delivery can easily become dysfunc-
tional when driven by advertising, sales 
or competitive pricing in isolation from 

James A. Schauer 

Copyright 2001 Easton Marketing services Ltd. 
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identify customers’ values and expecta-
tions; but also what is not required, per-
mitting lower operating costs. Despite 
these evident benefits, relatively few 
enterprises engage in general systems 
thinking for “getting it right”; but these 
few also profit handsomely from it. For 
example, there are the: 
 
Invisible Champions. Most of our 
role models for management excellence 
are large companies. But behind the 
headlines lies a group of competitors 
who always got it right, with profitable 
global market shares of over 70 per-
cent. Typically this predominantly Ger-
man success phenomenon is achieved 
by some of the world’s best small and 
medium-sized enterprises known as the 
Mittelstand – most without marketing 
“departments.” These organizations 
maintain very close relationships with 
their customers, characterized by mu-
tual dependence. Highly focused, with 
relatively few customers and product 
lines that may be hard to replace, there 
is a commitment on both sides for long-term 
relation-ships based on mutual respect and 
trust. Their success comes from being 
close to, and understanding the chang-
ing needs and preferences of their cus-
tomers. 
 
Vacation Travel. Inclusive vacation 
services involving air transport, accom-
modation and others are invisible to 
consumers at the time of purchase, 
when false expectations may evolve in 
their minds. These misconceptions are 
compounded when travel agents don’t 
know their vacation services from recent 
first-hand experience. Regardless how 
accurate the agent’s description is, cus-
tomers are often more influenced by 
relatives, friends and competitors’ 
promises. Problems arise when con-
sumers mistakenly judge their vaca-
tion - relative to expectations based on 
all these influences. Marketing of vaca-
tion services presents considerable 
challenges; yet it’s miraculous that out 
 

comes satisfy vacationers far more of-
ten than not. 
 
Media pressure for news often leads 
to premature release of information 
fragments about new services that 
might otherwise have been studied 
more thoroughly. An adverse reaction 
can raise false expectations or serious 
risks, such as photo radar in Ontario 
which was branded as “cash grab,” 
rather than - as in the UK - a valuable 
contribution to road safety. Yet, in-
creasingly special interest groups, gov-
ernment, pharmaceutical and research 
organizations feed this hungry media to 
“market-test” or condition public reac-
tion to controversial services or policy 
issues. 
 
Marketing the Invisible 
The last two decades have witnessed a 
tremendous increase in services mar-
keting. Unlike tangible goods that can 
be seen and touched, marketing of ser-
vices relies entirely on the vendor’s 
communications skills, to create a posi-
tive image in the customer’s mind. 
These skills are truly tested when cus-
tomer benefits follow months, even 
years, later. The ultimate outcome of 
core services is then made particularly 
difficult when original expectations 
were unrealistic, misguided by competi-
tors’ offers or affected by subsequent 
industry changes. 

More attention is now given to devel-
oping customer loyalty, sometimes 
without regard for their value percep-
tions and preferences. In practice, 
“preference” is often mistaken for loy-

alty or ignored when customers use 
competing outlets without being dis-
loyal to any one. Conversely, in the 
absence of practical alternatives, high 
customer loyalty can also be very mis-
leading. 
 
Service Exports. When thinking of 
exports we look at cars, oil, gas, lum-
ber, wheat and aircraft, in other 
words; commodities. UK statistics 
have traditionally identified “invisible 
exports” as a valuable part of national 
income; yet service exports like finan-
cial services, insurance, consulting, 
tourism, software programming, film 
production, do not seem to warrant 
the same attention here - even though 
a growing number of Canadians now 
work on services delivered abroad. 
 
Airline Services. Aircraft used by to-
day’s airlines are very similar in seating 
and performance. However, when car-
riers promote their fleet or technical 
aspects like on-time arrival, they often 
forget customers’ reactions to ineffi-
cient check-in, over-booking or lack 
of information about flight delays. 
Also, timely arrivals become meaning-
less when luggage is delayed or lost. 
Some carriers now even advertise their 
success in holding down fare levels – 
yet reduce passenger comfort by add-
ing more seats to offset their losses. 
 
Training Services. The need for on-
going training is widely accepted, but 
the benefits are not always visible 
enough to justify the high cost. It’s 
hardly surprising then that training 
“programs” are often the first to be 
axed when economic performance de-
clines. Yet nothing is as invisible as 
the obvious! The remedy is to focus 
on high-impact “learning” rather than 
training, and ensuring that benefits are 
linked to bottom line outcomes. Few 
executives would dare reduce their 
learning investment when benefits, at 
ten- to fifteen times their cost, are 
clearly visible. 
                                                 (cont’d on page 6 
 

The last two decades have 
witnessed a tremendous increase 

in services marketing. Unlike 
tangible goods that can be seen 

and touched, marketing of 
services relies entirely on the 

vendor’s communications skills, to 
create a positive image in the 

customer’s mind.  
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The International Business Excellence 
Committee of the Canadian/Hong 
Kong Chamber of Commerce has 
nominated Cypher International Ltd. 
for the 2001 Green Award. 
 
Cypher International Ltd. is a corpo-
rate group dedicated to the develop-
ment of global environmental solu-
tions. Human population and techno-
logical advances are increasing expo-
nentially and if the predictions of many 
scientists are borne out, so will the 
earth's problems. Cypher International 
Ltd. is taking a lead role in researching 
and commercializing environmental 
technologies that address these many 
problems in an accelerated solution 
based manner worldwide. 
 
Norm Burns, M.C.Inst.M., a long-time 
member of the Canadian Institute of 
Marketing, is founder, president, and 
CEO of Cypher. He operates his inter-
national business out of Winnipeg, 
Manitoba and Hong Kong. 

In June 25-27, Cypher International 
hosted a demonstration in the rural 
municipality of St. Clements that at-
tracted officials throughout the prov-
ince and from other countries.  
                                             (cont’d on page 7)

globe with his message of love, hope 
and peace. 
 
Automobile Purchases. Selling a car 
as a tangible product involves more 
than demonstrating product features 
and performance. The moment of truth 
arrives later, when the vehicle must 
meet the user’s need for reliability, ser-
vicing quality, long-term driver com-
fort. Where the business goal is to have 
buyers return as loyal customers, holis-
tic marketing cannot end with handing 
over the keys. 

 
Service is the heart, and marketing the 
brains of services marketing. The heart 
alone cannot keep inadequate services 
alive. Conversely, if the brain fails, the 
heart will soon follow. Modern market-
ing was founded on general systems 
principles over a century ago; but in-
creased specialization also led to its 
fragmentation. Yet fragmented solu-
tions cannot possibly produce opti-
mum effectiveness.  
 
Only general systems thinking can 
provide the opportunity to benefit 
from organization-wide marketing 
practices aimed at very visible, cus-
tomer-perceived holistic and effec-
tive outcomes. 
James A. Schauer is president of Easton 
Marketing Services Ltd., providing pro-
ject management, business performance 
analysis, service quality improvement, 
and strategic planning services. He can 
be contacted via e-mail at  
Easton@eagle.ca. 
Copyright© 2001 Easton Marketing Services 
Ltd. 

Government Services. After optimiz-
ing sales revenues, marketing is also 
concerned with the most efficient use 
of resources. Governments can also 
benefit from using marketing practices 
in their delivery of public services. 
Since taxpayers became more sensitive 
to multi-level government spending, 
they now demand better value for tax 
dollars. These benefits, enhanced 
through meaningful feedback, will limit 
services to what is really needed. Ex-
perience shows that most user-friendly 
forms can lower processing costs by 
over 20%, and raise voluntary compli-
ance. Conversely, ill-timed communi-
cations require thousands of extra dol-
lars to process needless inquiries. 
 
Possibility Thinking. As churches 
are being turned into apartments, li-
braries, or demolished for lack of 

funding, religious leaders are still dis-
inclined to consider the opportunities 
in services marketing. Here Pastor 
Robert H. Schuller, with his innova-
tive use of holistic marketing practices 
to reach out, is unique. In promoting 
the power of positive possibility think-
ing (“Success is never ending, failure is never 
final”), his growing congregation has 
helped fund the development of their 
own cathedral. A bridge builder, his 
regular guests include leaders from 
other faiths, including Catholic, Jewish 
and Islam. One of his four Sunday 
services, televised as “The Hour of 
Power,” reaches millions around the 

marketing the invisible...cont’d from page 5 Cypher  
International  
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grants a professional title is being re-
viewed by the education committee of 
the Marketing Institute of Singapore. 
 
After 18 months of discussion, the  
A.P.M.F. Web site  
(www.apmfmarketing.org) has been 
posted thanks to cyril Chow (H.K.I.
M.). Members of the Canadian Insti-
tute can access the A.P.M.F. site 
through a link on the Canadian Web 
site and access news on activities, view 
reports, and access member profiles 
and country/corporate information. 
The site is expected to become the 
marketing gateway into the Asian re-
gion. Please forward any comments to 
Bruce Hoggard who is on the Web 
site development committee. 
 
The Philippine Marketing Association,
in conjunction with and sanctioned by 
the A.P.M.F., is launching a Case 
Study Writing Competition in October 
2001. This three-year initiative with 25 
cases each year will encourage indi-
viduals to write case studies in either 
Asian or non-Asian companies in 
Asia. It is open to all A.P.M.F. mem-
ber companies. The $21,000 prize will 
reward first with $5,000, second 
$3,000 and third $2,000. The remain-
ing 22 cases will receive $500 each. 
The winning cases will be bound into 
a case book and made available to aca-
demic institutions and instructors. 
Bruce Hoggard is on the development 
committee. 
 
The A.P.M.F. Foundation is a prestig-
ious group of business people repre-
senting the 17 countries of the A.P.M.
F. who will meet for the first time in 
Jakarta May 31 to June 1, 2002. The 
meeting is to be hosted by the Indone-
sia Marketing Association as guest of 
the Sultan. Confirmed speakers  
 
                                                 (cont’d on page 8) 
 

The 2001 Asia Pa-
cific Marketing Fed-
eration (A.P.M.F.) 
Annual General 
Meeting was hosted 
by the Marketing 
Association of Thai-
land (M.A.T.) in the 
northern Thai city 
of Chiang Mai. M.A.

T., under the direction of Supat, the 
current A.P.M.F. President, did a great 
job of quickly organizing the meeting 
following the cancellation of the event 
in Canada. 
 
The Canadian Institute 
of Marketing was repre-
sented by Bruce Hog-
gard, F.C.Inst.M., CEO 
and President of Hog-
gard International and 
the Institute’s incoming 
Chair, and Marguerite 
Mannall-Fretwell, wife 
of Bruce Hoggard, and 
Executive VP of Hog-
gard International. In addition, there 
were representatives from Thailand, 
Philippines, Singapore, Japan, Hong 
Kong and Indonesia. The delegates 
discussed several important issues. 
 
A.P.M.F. Secretariat 
Topping the agenda were discussions 
regarding a permanent home for the 
A.P.M.F. and hiring full-time employ-
ees. The A.P.M.F. will continue to ex-
plore the options of a permanent of-
fice to operate the growing day-to-day 
functions. Japan, Hong Kong, and 
Singapore are forerunners for hosting 
the secretariat given their status as rec-
ognized regional centres. The 2001-
2002 presidency is expected to reside 
in Singapore and Hong Kong in 2002-
2003. 
 
The Certified Professional Marketer 
(C.P.M.) Asia Pacific program which 

The demonstration showed how per-
manent roads can be built using native 
clay-based soils with the addition of 
EarthZyme (a patented product of Cy-
pher) to speed up the natural process 
of time. The results of the demonstra-
tion were so successful that all of the 
municipalities present are making ar-
rangements to have their inventory of 
roads treated with EarthZyme. When 
added to clay-based soils, EarthZyme 
reacts with the clay platelets causing 
the platelets to bond together in a per-
manent fashion, producing a very hard 
and durable road surface. It can even 
be used to provide an impervious 
flexible sub base. Cypher is completely 
changing the face of agriculture as we 
know it with these new products and 
technologies.  
 
Cypher has also patented EarthBlocks, 
a technology that produces blocks 
from clay-based soil. The blocks can 
be used for building everything from 
houses to retaining walls. Blocks pro-
duced by Cypher’s Earthblock equip-
ment meet California building codes, 
which are some of the most stringent 
in the USA. 
 
The technology was originally devel-
oped at the University of Manitoba. 
Products are now produced from 
many locations, including a plant in 
China. The environmentally benign 
product is used in provinces in west-
ern Canada, the USA, Latin America, 
and many other regions of the world. 
 
Cypher held a road building and low 
cost housing demonstration, and train-
ing session in Washington State on 
September 26 and 27. 
 
Norm Burns can be contacted at 
aquarian@mb.sympatico.ca or  
www.cypherltd.com 

Cypher International...cont’d from page 6) Asia Pacific Marketing Federation Report 
By Bruce Hoggards, F.C.Inst.M. and  
Marguerite Mannall-Fretwell, M.C.Inst.M. 
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Bruce Hoggard 

Marguerite 
Mannall-
Fretwell 
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lively emotion is essential, or the audi-
ence will contentedly doze completely 
unappreciative of your message. 
 
If you are one of several speakers on 
the agenda, make sure you are aware of 
the sequence of speakers and know the 
content of the other speeches. You can 
then distinguish your message from 
what has already been delivered and 
avoid repeating information. If you are 
far down the list of speakers, be brief 
and be specific. Your audience will ap-
preciate this. 
 
Whenever possible, physically visit the 
location where you will be speaking. At 
the very least, be aware of the size of 
the room and the seating arrangement 
of the guests. Your delivery style 
should be altered according to the size 
of the audience - the smaller the audi-
ence and the closer to them you are 
physically, the more informal your lan-
guage can be. Listeners can easily see 
your gestures and your facial expres-
sions and will understand more readily. 
You can move along more quickly 
when your audience is close at hand. 
An audience that is seated close by is 
usually more attentive as well. If, on 
the other hand, the audience is dis-
persed throughout the room, speak 
louder, make grand gestures and use 
your eyes to include those listeners 
seated farther away. 
 
If a microphone and other visual or 
audio equipment is to be used, check 
everything before the audience arrives 
and consider backup of critical items. 
 
It is important to remember that the 
group's interest can never compensate 
for your lack of knowledge or enthusi-
asm. Preparing well, and being enthusi-
astic about your subject, will go a long  
 
                                               (cont’d on page 7) 

Speaking in public 
can be a terrifying 
experience for any-
one, and don't kid 
yourself, even the 
best speakers are ap-
prehensive before 
addressing their audi-
ence. It never ceases 
to amaze me how 

many salespeople confide that say they are 
great in conversation on a one-to-one basis. 
But when asked to speak in front of a 
group, so many become extremely uncom-
fortable. 
 
Occasions arise that require us to speak in 
public. The first action to be taken is to 
identify, in as much detail as possible, your 
audience and what will most likely be their 
greatest interest in what you are about to 
say. You can usually elicit this information 
from the individual who asked you to 
speak. You also need to know how much 
your audience already knows about the 
topic, and how relevant it may be to them. 
This will help you avoid making awkward 
references such as, "we all know where we 
were when President Kennedy was asso-
nated" to an audience of younger people 
who probably weren't even born at that 
time. 
 
In preparing the content of your speech, 
you should ensure that you have given care-
ful consideration to the nature of the event 
at which you are speaking. Speakers are of-
ten expected to be humorous, sometimes 
even irreverent. But on a solemn occasion, 
only very gentle, tasteful humour is accept-
able, if used at all. 
 
There is more freedom afforded a dinner 
speaker when the use of anecdotes and sto-
ries adds to the entertainment value of the 
evening and hold the interest of the audi-
ence who often tend to be somewhat too 
comfortable after a satisfying meal. On 
these occasions, a high level of humour or 

include Phil Knight (C.E.O., NIKE),  
and the A.S.E.A.N. Secretary General. 
The A.P.M.F. will host a Board meet-
ing and World Marketing Association 
(W.M.A.) meeting at the same time as 
the W.M.A. presidency will be with 
the A.P.M.F. from November 2001. 
 
At present, there are discussions on-
going about the W.M.A.’s role in the 
World Trade Organization as an ac-
creditation body, and the international 
voice of world marketing. H. Katajia, 
President of the Indonesia Marketing 
Association and immediate Past Presi-
dent of the A.P.M.F. is expected to 
assume the Presidency of the W.M.A. 
 
The Philippine Marketing Association 
is hosted the AGORA Awards Sep-
tember 18 to 19, 2001 in Manila. This 
annual award ceremony recognizes the 
best of marketing in six categories. 
This year’s theme is “Kung Fu Mar-
keting.” Recognized as the premier 
marketing event in the Philippines, it 
has become an A.P.M.F. event as well 
since all 17 member countries can 
submit applications. Bruce Hoggard is 
on the planning committee. 
 
New Zealand’s Marketing Association 
was expelled from membership at the 
meeting because of its inactivity over 
the past 3 years. Both India and Paki-
stan have renewed their interest in the 
A.P.M.F., and have offered to host an 
A.P.M.F. event in late 2002. Korea 
and Bangladesh continue to develop 
their marketing associations. 
 
Future meetings of the A.P.M.F. in-
clude Hong Kong in October, Malay-
sia in December, Singapore in April 
2002 (A.G.M.). The A.P.M.F. Founda-
tion is meeting in Indonesia in May 
2002, and Pakistan in October 2002. 
 

Bruce Hoggard 
bruce@hoggardinternational.com  

A.P.M.F. Report...cont’d from page 7 Prepare for public speaking to reduce stress 
By Ron “DOC” Halliday, B.A., C.M.C., M.C.Inst.M. 
The Selling Arts Company 

Ron “DOC” Halliday 



Volume 4,  I ssue 3 The Market ing Cha l lenge Page 9 

way in meeting an audience's expecta-
tions. You should also make use of your 
personal viewpoint to make that topic 
distinctly your own. 
 
The first step in writing of your speech is 
to spend some time brainstorming and 
developing your ideas. I have found that 
writing my thoughts on post-it notes en-
ables me to dump my thoughts quickly 
and then allows me to reassemble and 
move them around later. When you are 
formulating your ideas, don't stop to be a 
critic. Save that until later. Speakers usu-
ally speak at a pace of 150 words per 
minute believe it or not, so you will need 
to generate 20 to 25 ideas for each min-
ute you intend to speak. 
 
The more persuasive and valid your facts 
are, the more respected your opinions 
will be. Researching current facts and sta-
tistics, or relevant quotations, is another 
important step. Remember, however, 
that too much of anything can create a 
negative impact on the essence of your 
message. Visual support can often help 
you move quickly and more interestingly 
through necessary detail while retaining 
the audience's attention. 
 
I suggest you allow a two or three-day 
interval between brainstorming your 
topic and actually drafting your speech, if 
this is possible. The framework of your 
speech must include three complete seg-
ments - the introduction, the discussion 
and the conclusion. All three sections 
should be completed in the first written 
draft. You should strive for each segment 
to be concise and well organized. It is 
natural to be changing the speech slightly 
as you practice and improve upon your 
delivery. 
 
In your introduction, acknowledge any 
guest of importance who may be present, 
and then thank the person whose respon-
sibility it was to introduce you. The next 
step is to capture the attention of the lis-
teners and quickly establish a relationship 
with them. You must be both exciting 

and precise, if you are to achieve any 
degree of success, and to ensure that 
you are about to deliver a meaningful 
message. The use of quotations, humor-
ous anecdotes or startling facts work 
well as attention getters. The introduc-
tion portion of your speech should not 
exceed more than 15% of your overall 
speaking. The most effective way to 
frame your introduction is to start your 
speech with. "Today I'm going to talk 
about..." and then start the discussion 
part with, "I believe..." The discussion 
section of your speech is when you tell 
your audience what your beliefs are, and 
share the reasons to support your point 
of view. 

 
You must establish your credibility and 
then it is a good practice to deliver quo-
tations from other authorities that may 
share the same viewpoint. It is effective 
to briefly pause between the introduc-
tion and the discussion segments. To 
avoid the possibility of losing or worse 
yet, boring your listeners, you should 
limit your discussion to a few main 
points and organize them well. Support 
them with descriptive language and dra-
matic examples. The discussion part of 
your speech should not exceed 80% of 
your allowed speaking time. 
 
We all tend to listen more closely when 
we are aware that a speech is about to 
draw to an end. It's a common practice 
for speakers to cue the audience that 

they are concluding. "In conclusion,..." or 
"To summarize... are proven winners. All 
in all, your conclusion should represent 
only about 10% of your time allowed. 
And remember, the more dramatic your 
finale is, the better. But wrap it up 
quickly! Especially if you have motivated 
your audience to go out and do some-
thing differently. Make your conclusion a 
clear call to action. Tell them what they 
must do and exactly how to do it. 
 
Once the words have been written, they 
must be transferred to a heightened con-
versational style, which means they can 
be delivered in your normal speaking 
voice. Transferring your draft speech into 
notes does this. Use a symbol or a single 
word, or a group of words to trigger your 
thoughts as you speak and remind you of 
the next segment of your speech. An-
other proven method is to put these brief 
notes on small index cards or at the top 
of 8½ x 11 pages. 
 
Then, practice your delivery. I use a tape 
recorder and while listening to myself, I 
am also reviewing my notes and visually 
placing myself in front of my audience. 
You will want to practice your speech 
many times. After more than twenty 
years in public speaking, I still go through 
an average of six to ten practice sessions 
before every engagement. 
 
No one is a harsher critic than you are to 
yourself. It is important to remember that 
being the best you can be today is all that 
is truly important. 
 
 
Ron Halliday is best known as a dynamic moti-
vator by the hundreds of sales people who have at-
tended his seminars all across Canada and the 
United States. His broad sales and marketing 
leadership experience was gained during a successful 
career of more than twenty years in both the textile 
and telecommunications industries. He can be con-
tacted at dochalliday@telus.net 

Public speaking...cont’d from page 8 
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Young marketing and technical firms 
are certainly experiencing interesting 
times. There is so much talent to 
choose from. How do you attract and 
hire the best, and keep the rest? Al-
though most entrepreneurs are proba-
bly a somewhat skeptical about imple-
menting an employee benefits program 
initially, such an investment firm will 
reap long-term rewards. By offering a 
complement to “tangible” compensa-
tion (an above average salary with, per-
haps, a profit/stock sharing arrange-
ment), young companies leverage 
themselves in the workplace, thus at-
tracting the “brightest and best.” 
 
If you are the owner of a young, up-
and-coming marketing and/or technical 
company, you might consider the fol-
lowing to improve your “leverage” and 
be more competitive. 
 
Find out what your employees want and 
need. Employees tend to have different 
needs at different stages of life. For ex-
ample, the needs of a twenty-one year-
old college graduate are much different 
from the needs of a forty year-old with 
a spouse and children. 
 
Find a reputable employee benefits 
consultant and/or broker. What do you  
look for? Appropriate licensing require-
ments aside, membership in the Cana-
dian Association of Insurance and Fi-
nancial Advisors is a good start. As 
well, a consultant’s compensation 
should always be completely disclosed 
(fee for service, commission only, or, a 
hybrid of the two). Look for industry 
accreditation such as; HIA – Health 
Insurance Associate, RHU – Registered 
Health Underwriter, REBC – Regis-
tered Employee Benefits Consultant, 
CEBS – Certified Employee Benefits 

Specialist, and FLMI – Fellow Life 
Management Institute. 
 
“Keep it simple.” A comprehensive, yet 
simply designed employee benefits pro-
gram is always the smartest starting 
point. It is far easier to build on a sim-
ple program, than to attempt to build 
upon a program that is confusing and 
complex. 
 
Undertake research, and know what 
your competitors offer their employees.  
If you know what your competitors of-
fer, herein lies your leverage. 
 
After these four steps, your consultant 
and/or broker will compile the neces-
sary information to research the market 
to find the best plan, at the best price. 
This will include a letter signed by you, 
appointing your consultant/broker as 
the sole agent of record to act on your 
behalf, for the purposes of group insur-
ance. Keep in mind that the best plan 
for your company may, or may not, in-
clude the lowest priced plan. In many 
instances, the lowest priced plan, like 
the highest priced plan, is not always 
the best option. 
 
A wisely designed employee benefits 
plan offers the business owner/
entrepreneur the “edge” necessary to 
attract, hire, and keep “the best of the 
best.” 
 
Cindy Houghton, HIA, M.C.Inst.M, RHU is 
an Employee Benefits Specialist with Bond Finan-
cial House in London, Ontario, Canada. 

www.ipurchnet.com/bondfinancial 
msaunders@bondfinancial.on.ca 

Many marketers have 
created Web sites be-
lieving that they are es-
sential to generate new 
business through e-
commerce. But creating 
a Web site is different 
from marketing a Web 

site. Here are a few Web 
site marketing tips. 
 
Publishing a web site in itself is no 
guarantee that viewers are going to find 
it or in fact even know that it exists. 
Every published Web site is competing 
with literally millions of Web sites for 
space on a seven by ten inch viewing 
area.  
 
The acronym “www” stands for the 
World Wide Web, an enormous system 
of interlinked computer systems that 
permits you to travel from site to site. 
If somebody wants to send a message 
over the World Wide Web, it is neces-
sary to include the destination address. 
People prefer to assign machines pro-
nounceable, easily remembered names 
(host names). For this reason the Do-
main Name System (DNS) is used to 
provide electronic mail routing infor-
mation. 
 
The DNS uses a hierarchical naming 
scheme such as www.ccpa.com 
There are several domain names avail-
able on the Internet to provide unique 
host addresses. Most common domain 
names remain: .com (commercial or-
ganizations), .net  (major network sup-
port centers), and .org (organizations 
other than those above). 
 
 
                                               (cont’d on page 11) 

Leverage your business potential with 
employee benefits 
By Cindy Houghton, HIA, M.C.Inst.M, RHU 
Bond Financial House 

The curtain is rising 
on Web site  
marketing  
By A. Grant Lee, FCInst.M 
AGL marketing Limited 

A. Grant Lee 
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These three are top level domains. Re-
cent additions to the seven original 
names include .biz, .info, .museum, 
among others.  Dot com, however, re-
mains first choice. 
 
When considering a name for your 
computer (host machine), it is vital to 
the marketing of your Web site to pick 
a DNS that accurately describes your 
business, such as www.aglconcretepipe.
com. This is far more powerful than 
using acronyms, like ccpa. 
 
Your web site will often be a prospect’s  
first impression of your business. Your 
web site is a component of your overall 
marketing strategy and should reflect 
your business and current marketing 
presentation. 
 
If you know in advance the results you 
intend to achieve with a Web site, you 
will be better equipped to create a Web 
site which will achieve those results. 
Lots of pictures, fancy flash presenta-
tion, streaming videos and webcams are 
examples of 'dazzle' techniques that 
don’t work unless you are offering a 
game site. They constitute a flash-in-
the-pan and will discourage visits from 
people who want to do business. Check 
out your competitors sites, and referrals 
describing good sites, before commit-
ting to a map of your site. 
 
Make sure your site is easy to navigate. 
Does it take too long to download? Is it 
easy for Internet visitors to find infor-
mation? Does it meet the needs and 
expectations of your visitors? Several 
smaller pages eliminating the need for 
scrolling are often more effective than 
one long page. If an Internet visitor 
doesn't have a positive experience of 
your Web site, they probably won't re-
turn, or tell anyone else about it. An 
effective Web site often creates a rea-
son for the visitor to return. An easy 
site for navigation has 200 to 500 
words per page. 
 

Search engines, like Yahoo AltaVista, 
InfoSeek, Excite and Google, help you 
sift through all the billions of 1s and 0s 
to find the information you need. No 
one will find your site if you don't let 
them know about it. Your site must be 
posted to search engines such as Lycos, 
Yahoo, and Excite. There are approxi-
mately 20 to 30 main search engines 
and several hundred that are smaller or 
specialized.  
 
They use software programs known as 
robots, spiders or crawlers that follow  
 
                                               (cont’d on page 12) 
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New members and membership upgrades* (to October, 2001) 

Canadian Institute of  Marketing Board of  Directors and  
Officers 
James Jarrett                                     Chair                                  Jarrett ESP Services Ltd. 
Bruce Hoggard                                  Vice-Chair                         Hoggard International 
Ron Fletcher                                     Secretary/Treasurer            FCM Consulting & Marketing 
Suzen Fromstein                                                                          The Write Connections Inc. 
James Schauer                                                                              Easton Marketing Services Ltd. 
Robert Chaffers                                                                            Public Sector Marketing Community Secretariat (Gov. of Canada) 
Olivier Bianchi                                                                             Fidelity Investments 
Scott Follows                                                                               Acadia University 
George Jacob                                                                               BCIT 
Howard Salkow                                                                           Sedgwick Partners Co. Ltd. 
Len Weeks                                                                                   Economic Development Culture & Tourism, (Gov. of  
                                                                                                     New Brunswick) 

work to code the content, and ensure 
that all the pages of get listed. 
 
Content is king with the Web site. Not 
only must the words on each page be 
useful, clear and credible, but they must 
also connect with the keywords filed 
through the search engines. 
 
Web sites are important marketing 
tools and marketers must understand 
how to market them. 
 

Grant Lee is president of AGL  
Marketing Limited 

www.aglmarketing.com 

getting your site listed and found in a 
search engine: 
1. Having the optimum displayed and 
coded content. In conventional packag-
ing, looks can be more important that 
content, to search engines looks have 
no baring, content is all-important. 
2. The proper submission of your site 
to the popular search engines. Simply 
stated this informs the search engine 
that your web site is published and re-
quests that it may index the content 
and add it to the engines' listing. 
 
Metatags (a 20 to 30 list of key words) 

hyperlinks from one document to the 
next around the Web (www). Remem-
ber that pigs can't fly and spiders can't 
see pictures. For the foreseeable fu-
ture, pigs will remain unable to fly, 
and search engine spiders will remain 
unable to see pictures - they simply 
follow the dictates of their algorithms. 
That's official! 
 
It is very important to create web 
pages that impress the search engines. 
There are two main requirements in 

The Market ing Cha l lenge 

Web site marketing...cont’d from page 11 
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Ad Specifications 
The Marketing Challenge 

Your ads reach only professional marketers and the businesses in which they work 
 

Advertising Reservation Deadline                               Advertising Artwork Deadline 
     Vol. IV, Issue 3       October 26, 2001                                               Vol. IV, Issue 3       November 9, 2001 
      Vol. V, Issue 1        January 21, 2002                                               Vol. V, Issue 1        February 6, 2002 
      Vol. V, Issue 2        April 22, 2002                                                    Vol. V, Issue 2        May 6, 2002 

Sizes and Rates 
The following rates per insertion are for one colour (black) ads only, placed at the discretion of the publisher. 
See below for prices and sizes. Taxes are extra. 
 
  1 time 3 times  1 time 3 times 

Back Cover $650 $600 1/2 Page Vertical $225 $200 

Full Page 450 400 1/4 Page Horizontal 125 100 

1/2 Page Horizontal 225 200 Logo Placement N/A 50 

Full  
Page Half Page 

Horizontal 

Half Page 
Vertical 

Quarter 
Page 

Cancellations 
All advertising space cancellations must be received in 
writing a minimum of 14 working days prior to the clos-
ing date of the issue involved. 
 

Mechanical Specifications 
Ads must be supplied as either 
                          Black and White Prints 
                                       or 
                              Digital Files 
TIFF/JPEG format only with minimum 200 dpi 

Member/Directory Listing 
The Canadian Institute is asking for the support of its 
members through sponsorship of The Marketing  
Challenge. Sponsors will be listed in the three 2001 is-
sues. There are three categories: Marketing Consultants, 
Public Sector Marketers, and Corporate Marketers. Mem-
ber  sponsorships would be used to defray the cost of 
producing a limited quantity of The Marketing Challenge 
for distribution by mail and handouts at exhibits and con-
ferences.  

Listing—$200 
Listing and Web site Link — $300 

Logo placement with listing at no cost if provided in digital 
format. A $20 fee would be levied for scanning logo. 



Code of Ethics 
The professional marketing person has responsibilities 

to their employer, to customers — both ultimate and  

intermediate — to their colleagues and to the public.  

The Institute requires its members, as a condition of 

membership, to recognize these responsibilities in the 

conduct of their business, and to adhere to the Code of 

Ethics.  All members shall be answerable to the National 

Council of the Institute for any conduct which in the 

opinion of the Council is in breach of this Code and the 

Council may take disciplinary action against any  

member found to be in breach thereof. 
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L9N 1P2 
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Phone: (905) 877-5369 
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Email: cim@igs.net 

To improve Canada’s professional marketers’ 
skills to the highest international standards by 
providing training, opportunities and services 
to business enterprises, government, learning 

institutions, students and members of the 
Institute 

Journal of the Canadian Institute of Marketing 
Le Journal de l’Institut Canadien du Marketing 

 

As our Institute continues to grow, there are initiatives that 
officers and staff must deal with as work-in-progress, and 
ongoing news about our colleagues. This column briefly de-
scribes projects being undertaken by the Institute to add 
value to membership, and to acknowledge achievements of 
members. 
 

T he Institute is working with the Chartered Institute 
of Marketing (UK)  to assist CIM in creating a net-

work of about 20 accredited study centres and in the execution 
of their subsequent quality control and re-accreditation.  The 
chartered Institute would facilitate the appointment of the Cana-
dian Institute of Marketing as a distributor for FTK (FT Knowl-
edge) course material (to be promoted through the Canadian In-
stitute of Marketing Website). FT Knowledge is a Web-enabled 
learning centre endorsed by the CIM UK to offer distance edu-
cation courses leading to Chartered Institute of Marketing award 
of the Certificate in Marketing or the Advanced Certificate in 
Marketing. The Canadian Institute of Marketing would promote 
CIM  membership in general and the concept of Chartered Mar-
keter in particular. The CIM may offer an incentive to the Cana-
dian Institute of Marketing  members to join CIM, in the form of 
a first year discount on the subscription. 
 

W e mourned the passing of Marketer Marguerite  
Mannall-Fretwell, M.C.Inst.M., # 600 who died sud-

denly in Vancouver after returning from a meeting of the Asia 
Pacific Marketing Federation in Thailand. There is a memorial 
page for Marguerite at www.hoggardinternational.com. 
 
 

I n July, Marketer Peter Zarry, FCInst.M., #41 died unex-
pectedly while returning home from work at York Uni-

versity. Peter was on our Board of Directors. There is a 
scholarship at York University in Peter’s name. The Institute 
will be making a contribution to the scholarship. 
 

M arketer James Jarrett, F.C.Inst.M. is recovering 
from serious heart surgery in May. After a long 

period recovering in hospital, James is now at home, slowly 
getting back to business. He would be pleased to receive 
calls from colleagues. James is currently Chair of our Insti-
tute. 
 

B ruce Hoggard, F.C.Inst.M., incoming Chair of the 
Canadian Institute of Marketing has informed mem-

ber countries of the APMF that the 2nd Vice President for 
APMF for the year 2002 – 2004 is open for election. The 
elected institution / association will be the 1st VP in 2004 – 
2006 and becomes the President of APMF in 2006 – 2008. 
 

T he Canadian Institute of Marketing is planning to 
hold its Annual General Meeting in Toronto on Oc-

tober 25. A venue for the AGM will be announced to all 
members by email, and posting on its Web site. Reports for 
the year will be available at the meeting. The 2002 AGM will 
be planned with a program for its members focused on pro-
fessional development and life-long learning. 

The Insider 


